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Introduction
It has often been asked whether today´s Japan will be able to move into new and promising industries, or whether it is locked into an innovation system with an inherent inability to give birth to new industries (Anchordoguy 2000; Aoki 2000; Collinson and Wilson 2006) . One argument, which has in earlier years been proposed by Aoki (e. g. 1994) , reasons that the thick institutional complementarities among labour, innovation, and finance among its enterprises and the public sector favour industrial development in sectors of intermediate uncertainty like medium-high-tech industries, while it is difficult to move into areas of major uncertainty, for instance high-tech industries like biotech. Therefore it is recommended to improve its institutional quality by a policy shift towards an "entrepreneurial framework" with Silicon-Valley-like institutions in the work and industrial organisation (Goto 2000; Nezu 2004 ), which are said to allow for a higher productivity of entrepreneurship and a higher level of competitiveness (Audretsch, Thurik 2000; Sobel 2008; Bosma, Levie 2010; van Stel et al 2005) .
In this paper, we present the case of the silver industry or, somewhat more prosaically, the 60+ or even 50+ industry, for which most would agree that Japan has indeed become a lead market and lead producer on the global market. For an institutional economist, the case of the silver industry is particularly interesting, because Japan´s success is based on the cooperation of existing actors, the enterprise and public sector in particular, which helped overcome the information uncertainties and asymmetries involved in the new market by relying on several established mechanisms developed well before. In that sense, Japan´s silver industry presents a case of of what we propose to call successful institutional path activation with the effect of an innovative market creation, instead of the problematic lock-in effects that are usually associated with the term path dependence (David 1997 , compare Storz 2008 . To understand this positive role of path activation, we will draw on economic, cultural-cognitive and sociopolitical factors to understand the unfolding dynamics as suggested by Companys and McMullen (2006) .
New industries require the creation of new knowledge and new markets (Malerba 2007) . This paper focuses on the latter part, on new markets, being aware that both spheres are interlinked. Empirical research on market creation is sparse and tends to focus only on selected aspects of market creation: In economics, marketing research is most developed (Buenstorf 2007; Moschis 1992; Tollin, Caru 2008) , more recently, opportunity research became a new field of research (Shane 2000; Smith et al 2005) ; in the social sciences and political economy, the role of power, issue framing and networks is increasingly considered (Aldrich, Fiol 1994; Beckert 2007; Beckert et al 2007; Teubal et al 1991) , and at the interface of neuroeconomics, psychology and evolutionary economies, the role of cognitive schemes and cultural values and their impact on market creation is explored (Sarasvathy, Dew 2005) . In this paper, we start with Companys and McMullen (2007) from the assumption that the source of competitive advantages under fundamental uncertainty lies in the integration of objective and subjective opportunities that derive from economic, cultural-cognitive and sociopolitical factors. This approach accepts a fundamental premise in economics, namely that economic data such as demand and prices influence market creation (Fontana and Guerzoni 2007) . It also agrees that information uncertainties may become a barrier towards market creation. Yet, unlike the orthodox economic approach, it posits that market creation is also fundamentally influenced by cultural-cognitive and sociopolitical factors.
The important role of the silver market for a high-income, mature, populous and ageing economy like Japan has often been recognized (Gassmann, Keupp 2005 , UDe.V./TMU 2008 Kawagoe 2009; Kohlbacher, Herstatt 2008; Naikakufu 2009) . Hence, what is "uncertain" about it? Uncertainty results from the fact that even if a potential demand is high, it is far less clear what this implies for specific, possibly novel products of individual firms. While consumption expenses of those 60+ since the mid 1980s have indeed significantly more increased than of those aged 35 to 39 and while the elderly in Japan are famous -also on an international scale -for their accumulated financial and real estate holdings, it is expected that also old age poverty will be a major issue in forthcoming years (Kohlbacher/Herstatt 2008). Apart, it is an open question whether the older population can be motivated to buy enough silver products at prices that recover the necessary development costs, or whether an entry into a market for elderly consumers is only possible with high opportunity costs due to a lost reputation for younger customers. Other open questions are, for instance, which products will be sought after by consumers (need does not necessarily equal market demand, as a consultant recently put it; Lippert 2008) or whether household robots will ever be successful etc. Despite the hype about the silver market, it is far from self-evident that engaging in the silver market can turn into a profitable business. A decision in favour of the production of silver products is therefore a courageous strategic decision and deserves closer scrutiny.
The following analysis of the emergence of Japan's silver market is based on publications of government agencies and of trade associations, published membership information of formal and semi-formal government agencies (which are normally published in the beginning or at the end of these reports) and of trade associations, and very simple descriptive statistics based on website analyses of leading trade associations and leading firms in the silver market: For the analysis of associations that are active in the silver market, we mainly used a recent survey of JISC (Japan Industrial Standards Committee) on the needs for standardization for elderly and disabled persons. In this survey, JISC (2003) identified 227 associations for which the emergence of the silver market is of special relevance. 134 associations answered. The demarcation of elderly and disabled persons is somewhat blurred, but we could eliminate those associations which are directly related to disabled persons (16). According to these data, there are a total of 118 trade associations (gyôkai dantai) including 13 research institutes and research associations, 25 consumer associations and 18 associations, whose target group are solely, or at least include, older consumers in the silver market. 41.5% of these 118 associations (49 associations) have noted silver market activities on their website. Our website analysis relies mainly on these 118 resp. 49 trade associations.
The remainder of the paper is organized as follows: After explaining why the silver market is a new market and a introduction of some general data on it (section 2), we discuss the economic, cultural-cognitive and sociopolitical factors that affected the emergence of the market in sections 3 to 5. The paper ends with a conclusion (section 6).
The new Silver Market and Japan as an early mover
The silver market is a distinctly new market: "New" in our understanding includes "every novel element of an activity" (Plummer et al 2007: 366) , so that we classify also those markets as new which may not be new objectively (Hausschildt 1993) . More specifically, products and the target group are new: As for products, new products in the silver market include smaller changes as well as distinctively novel changes (Becker et al 2006; Christensen 1997) . As related to the target group, there was a prior "gerontological" market that aimed at handicapped or somewhat disabled elder persons, but the present silver market targets especially at "active and healthy" consumers. The Japanese silver market should thus be considered as a new market. Having said this, we are aware that Japan's silver market may also be conveiced as a transformation of the former gerontology market into a new market with a subsegment of gerontological products, but we would argue that the property of transformation is not distinctive for Japan's silver market, but for market creation in general (Engels 2005; Sarasvathy, Dew 2005) .
Further, the creation of a market is, in our understanding, an innovative act. Schumpeter (1934) has identified new products, new production methods, new forms of organizations, new sources of supply and new markets as different types of innovation. In all cases, considerable uncertainty exists since even "minor" changes are subjectively new.
Japan is widely reputed to be a frontrunner in the silver market; other leading OECD countries are seen as second-movers ( DB Research 2002; DIHKJ 2010; Gassmann, Keupp 2005 , UDe.V./TMU 2008 . As may be typical of a newly emerging market, the silver market cannot easily be demarcated. It refers to the consumption of goods and services by elderly people, sometimes referred to as the 50+ generation, sometimes only encompassing those of 65+. It does not refer to total consumption, as some goods and services will be equal for all generations. The silver market is about those goods and services that take particular note of the needs and interests of the older generation. Besides specialized products, silver products and services are also related to universal design (UD) 1 and barrier-free products and services. UD refers to broad-spectrum solutions that are also accessible to those with special needs, like old, frail or handicapped people, but whose added value is not limited to such special interest groups; barrier-free refers to modifications especially for those who are handicapped or disabled. As all three markets are closely linked, we will refer to aspects of all of them in this paper, to the extent that they are relevant for the silver market proper. Due to the lack of a clear cut definition, which is indeed quite typical for the uncertainties involved in new markets, it is thus difficult to give exact numbers, or even to draw international comparisons. We therefore rely on the estimation of experts and their evaluation that Japan is a leading market (Gassmann, Keupp 2005 Our classification by industry of the most active trade associations moreover indicates that especially associations in those sectors with relative comparative advantages such as electrical machinery, purpose machinery, automobiles and engines (in the industrial sector of "metal products, machinery and equipment") or photochemicals (in the sector "Other transportable goods, except metal products, machinery and equipment") are active in the silver market (table 1; for an overview of Japan's comparative advantages in patent and export specialisation compare Storz and Schäfer 2010.) . Most leading firms -such as Toyota, Mitsui, Sony, Matsushita, Hitachi -that are active in the silver market belong to these sectors and entered via diversification. This is a remarkably different approach from the typical U.S. model of creating new industries by means of small start ups (Rao and Singh 2001; .
As is well known, the ageing and even decline of the population is of particular concern for Japan. Both the high life-expectancy and the low fertility contribute to the graying of Japan. While other countries experience aging-related issues as well, at least among the mature developed economies Japan is set to experience the most dramatic change (compare for data and their evaluation Kono 2008; Jones Finer 2000). It may thus seem at first sight that it is natural for Japan to have recognized the silver market and developed its potential early. However, the developments are more complex: Up to 1995, Japan was still quite a "young country", in which the aged dependency ratio was low. According to the United Nations (2000), the percentage of people over age 65 of total population in Japan was only 10.3% in 1985 (compared to the UK with 15.1% or Germany with 14.5%) and in 1995 only 14.6% (compared to the UK with 15.9% or Germany with 15.0%). Only in 2000, Japan became more over-aged than other OECD countries (Japan: 17.1% vs. Germany: 16.4% and UK: 16.0%). We thus find a more or at least comparable point of departure in the middle of the '90s, but nevertheless, it was Japan that became a frontrunner in the silver market. In the following we try to understand why and how this took place. In our argumentation we will follow Companys and McMullen (2007) , who distinguish economic, cultural-cognitive, and sociopolitical factors that affect market creation. We introduce the respective approaches and apply them to Japan's silver market.
The Role of Economic Factors in Creating Japan´s Silver Market
Simplifying the matter, markets are, in a conventional economic perspective, understood as a mechanism of price formation. Market creation is thus not seen as a "problem", since it is assumed that markets will emerge in every situation in which entrepreneurs face an incentive to acquire temporary monopoly rents. In his seminal article, Arrow (1974) formulated concisely that "when a market could be created it would be". Going a step further, Arrow argues that the de facto given entrepreneurial opportunities result also from differences in the distribution of information, so that they are dependent on the degree of information asymmetries (Arrow 1962) . In this understanding, "new data about material resources is the source of entrepreneurial opportunity" (Companys and McMullen 2007: 305) and the relative competitive advantage of a firm in creating a market results out of the discovery and exploitation of the relevant information stock. This information stock includes quite heterogeneous information, such as the expected volume of the market, the quality of demand, the need and existence of technical competences, information about consumers' willingness to pay, and also about the required institutional set-up. Institutions and organizations that reduce information asymmetries may thus contribute to market creation, since search costs are lowered. While we will enlarge this approach by cultural-cognitive and sociopolitical factors later, we nevertheless start from the economic assumption that the reduction of uncertainty by the availability of information is critical for the emergence of a new market.
2 2 In this paper, we do not deal with the impact of more conventional economic factors like technological resources. A few remarks may be adequate, however. Large, established enterprises that are so prominent in the emerging Japanese silver market already bring considerable technological resources to the new field. Following the "related varieties approach" and Porter's "diamond" argument, firms strategically select those sectoral fields, in which the specific national setting and their core competences show a certain matching (Casper 2003; Casper/Whitely 2002; Casper/Lehrer/ Soskice 1999; Porter et al. 2000) . If one follows Dethlefs and Martin 2006 in differentiating between three paths inside the silver market that may be chosen -(a) conventional, standard aged car techniques, (b) robotics, and (c) barrier-free technology, involving incremental improvements to existing technologies -, it is quite clear that Japanese companies do not possess considerable competitive advantages with respect to the first option due to the well-known weaknesses in the service industry. As for robotics, Japan is blessed by favourable factor input conditions, like the availability of engineers with an accumulated know-how in electronics and machinery, it profits from a high intensity of local competition -there already were some 300 producers of robotics equipment by 1987 and some of them use robots themselves -; moreover, there are favourable local demand conditions, including open-minded customers favouring novelty and demanding industrial clients; finally, this all leads to and is combined with a dense network of (potential) subcontractors and linked industries (Porter et al. 2000) . With respect to the third technological path, non-cutting edge modifications towards barrier-free technologies, this is well in line with the competencies of large segments of Japan's manufacturing industries in continuous improvement and total quality control. Such competitive advantages are hard to imitate, as they depend on tacit resources like employee empowerment and executive commitment (Powell 1995) , and thus give Japan a considerable competitive edge. To give but one example, Panasonic has developed a packing for hearing aid batteries in which a small slip of plastic foil is attached to the tiny batteries; this makes it much easier for elderly (or handicapped) people to insert the batteries into their hearing aid (Ude.V./TUM 2008: 65) .
While the literature has ascribed Japan richness in institutions that encourage learning, we will focus here on two types of organizations that contributed to the supply of information and thus reduced entrepreneurial uncertainty: councils and trade associations. Councils (shingikai) are semi-official institutions that are affiliated to ministries; in the case of the silver market, the councils are mostly related to the METI. The Industrial Structure Council is one of its most influential councils in METI. Related to the silver market, some existing subsections (bukai) of the Council have enlarged their competences to the new sector. Two active subsections are the "Section for New Growth Industries" (Shin Seichô Seisaku Bukai ) and the "General Section" (Sôgô Bukai ); in some cases these subsections have additional sub-working groups, so-called iinkai (e.g. 21seiki Keizai Sangyô Seisaku Kentô Shôiinkai). Since existing structures are enlarged to new functions, it is not so much the case that committees for the silver market have been newly established, but that existing committees have taken up this subject. This approach can also be found in other organizational units such as the JISC (Japan Industrial Standards Committee; JISC 2003) 3 . This pattern is one reason why we speak of path activitation: the existing institutions are reinforced and enlarged in their function to new objects. The councils fulfill an important internal function in ministries in order to identify and prepare information that is critical to policy making, but they also distribute the collected information to private sector and the general public (e.g. by publishing the reports on their website).
Trade associations are a further key institution for the supply of new data. Depending inter alia on their legal form, they are more or less close to the ministries. Since the silver market is a trans-sectoral market, the exact number of associations that are related to it is difficult to identify. In this paper, the survey of JISC (Japan Industrial Standards Committee) on the needs for standardization for elderly and disabled persons is used (compare introduction for details, JISC 2003). Our simple descriptive statistics show for the 118 trade associations active in the silver market that they have been founded on average 44 years ago, and that they are highly focused in their membership (e.g. The Japan Federation of Medical Devices Associations, The Japan Small Cutting Tools' Association or Japan Automatic Identification Systems Association). On average, those trade associations that noted silver market activities on their website (49 associations) mention on average 2.2 activities (out of an average 5.5 categories on their websites); most activities are related to "news", to "products", "publications" and "survey/research". We are aware that these activities can be only taken as a very rough indicator of an association's activities, as they do not give any qualitative weight to these activities, but they may help to understand that there is a considerable relevance of new market activities for these associations. Measured in terms of activities mentioned on the website, the most active organizations are the "Tokyo Metropolitan Industrial Technology Research Center" (Tôkyô Toritsu Sangyô Gijutsu Kenkyû Sentâ), the "Illuminating Engineering Institute of Japan" (Shadan Hôjin Shômei Gakkai), the "New Office Promotion Association" (Shadan Hôjin Nyû Ofisu Suishin Kyôgikai), the "Fire Equipment and Safety Center of Japan" (Zaidan Hôjin Nihon Shôbô Setsubi Anzen Sentâ), the "Japan Federation of Printing Industries (JFPI)" (Shadan Hôjin Nihon Insatsu Sangyô Rengôkai) and the "Kitchen and Bath Association" (Kicchin -Basu Kôgyôkai) 4 (Appendix 1). Reports and studies of councils as well as trade associations contain detailed market forecasts, for instance, like predictions for different subsectors, information on the quality of demand, the relevant technological fields, information about consumers' willingness to pay as well as case studies of successful product and service developments (METI 2004) . The scope and depth of the information is remarkable. Further, it seems that in an international comparison, Japan has picked up the issues of ageing much earlier and more forcefully than other, also ageing countries. For instance, yearly White Books on the ageing society have been published by the Japanese government since 1996 (see the overview at http://www8.cao.go.jp/kourei/whitepaper/index-w.html), while the German government has commissioned and published only one major report in 2007 5 . A comparative survey in a subsegment of the silver market -the facility market -illustrates that information, here summarized as "lack of business case", "lack of knowledge" and "lack of guidance", appears to be less a problem for Japanese firms than for firms in the U.K. (table  2) . 4 Except in the latter case, the English names are the official translations. Even if we have to be cautious to draw final conclusions and though more thorough analysis is needed, the availability of new data seems to have contributed to a reduction of entrepreneurial uncertainty. If this is indeed the case, established mechanisms of economic policy making, that is the inclusion of councils and trade associations, were one key factor for the emergence of the industry.
The Role of Cultural-Cognitive Factors in Creating Japan´s Silver Market
While the economic approach starts from the assumption that new data about material resources is relevant, the world is full of examples of organisations that were unable to transform themselves despite the best information of the management (Tushman and Anderson, 1997; Tushman and O'Reilly 1997) . Even if information is provided, firms do not necessarily take notice of the new information, so that relevant information is often not translated into the decision to explore new markets. As Powell (1998: 236) framed it, "attention is the scarcest commodity in organizations". The emergence of advanced information and communication technologies does not necessarily solve this problem, since they increase the total volume of information, possibly inducing even a "cognitive overload" (Kasper/Streit 998: 118).
Why is attention scarce, and why is it so difficult to re-direct attention from existing exploiting strategies to the exploration of new markets? One dominant explanation refers to cultural-cognitive factors: It is not only the availability of data that is decisive, but the subjective interpretation of data which follows the respective internal order of the mind. Thus, by different perceptions of the external world, two decision tasks may lead to different results. Search and selection processes take place within these domains -"context matters", as Smith (2003: 486) has put it. Different contexts define differently "what is feasible, what is appropriate" (Nelson 2008: 7) . In contexts encouraging exploration, firms will be more ready to start new projects than in contexts where this is not the case. In short, "this perspective attributes competitive advantage to discovering and exploiting new interpretations of existing data" (Companys, Mc Mullen 2006: 306) . Companys and McMullen (2006) therefore differentiate between cultural beliefs and cognitive abilities, which make actors more or less receptive towards opportunities and the creation of new markets.
Cultural factors relate to social norms, attitudes and beliefs, and since they are path dependent, actors will be relatively stable in their cultural dispositions and in their cultural knowledge,and thus perceive and enact given opportunities in relatively stable ways. Certain social norms may thus trigger the exploration of new opportunities or, vice versa, induce an inherent inability to change the path dependent information processing of human beings and lead to lock in effects in established patterns of perception (Cho and Hambrick 2006; Müller-Stewens and Lechner 205) .
Cognitive factors relate to learning and to changes in human capital. In market creation, it is decisive how cognition is coined in a way that information -here: the ageing of a population -can enter the firm easily and trigger an "attentional change" (Cho and Hambrick 2006) . Research has identified mainly two conditions that help to unlock of established cognitive paths: centrality and credibility. Centrality refers to the fact that the delivered information should be relevant for the accomplishment of the firms' tasks, that the quality of information should be high and that it should be easy to implement. Credibility relates to the confidence in the source of information; high confidence may be e.g. achieved through long-established networks (Deshpande, Zaltman 1982; Picot, Scheuble 1997 , Soble 2008 . Put differently, information that is perceived as being credible and as being central for firms' activities will more easily become part of the firm's knowledge stock.
Starting with cultural beliefs, it may be expected that certain mentalities usually associated with Japan influenced the early market creation significantly (Peng and Akutsu 2001) , namely beliefs (a) with respect to age and (b) with respect to uncertainty.
At first glance, it seems plausible that a positive belief towards age affects market creation positively: The inclination of revering old people and showing filial piety, based on Confucian traditions, almost seems proverbial. Moreover, the relatively high share of elder parents living together with their children is an often-repeated stylized fact. In arts and handicraft, there is an established tradition of outstanding elder teachers (sensei), which also may evoke the impression of a culture that has a positive connotation of age (Formanek 2008) . It fits into this picture that in TV advertising, recent content analysis identified a positive attitude towards ageing (Prieler et al 2009) . In business life, the high share of older entrepreneurs may be an indicator of a certain reputation of active elder people. Finally, perhaps the most prominent case in business life is the still prevalent seniority principle, which is expressed in renumeration and career paths positively associated with age, and which is also expressed in the advanced age of most Japanese board directors. All these factors may help to create a positive environment for the development of silver products. However, a behaviour of taking care of one's parents can also be "strategic": the child looks after the parent in order to eventually enjoy the fruits of a sizeable bequest that is still cunningly held back by the senior (Tachibanaki 1994); an argument which is of special relevance due to Japan's weakly developed welfare system. There is also empirical evidence in Japanese literature, folklore and current media that the views on old age are more ambivalent than one might expect on the first glance (Formanek 2008 , Gebhardt 2008 , and according to international surveys, Japanese agreed more often than Westerners with a stereotype that elderly people are "grouchy" or "selfish" (Koyano 1997: 215-217) .
Further, beliefs towards uncertainty could be another background factor, independent from the peculiar environment of ageing and silver industry, but still decisive for the willingness of firms to accept risks or uncertainties when opening a new market 7 . Again, evidence as well as interpretation are not simple: Taking Hofstede's scheme as the most frequently used, if not uncontroversial approach, uncertainty avoidance can be conceived to lead towards a reduced inclination to treat virgin ground. Pulications in the context of the Global Entrepreneurship Monitor (Bosma, Levie 2010; Sobel 2008) and popular media (New York Times 2005) argue that a higher risk friendliness does indeed enhance entrepreneurship. However, and somewhat surprising, comparative empirical research has shown that "uncertainty avoidance values appear to induce greater openness toward change" (Geletkanycz 1997: 627) and this puzzling surprise has also been noted for Japan in particular (Schneider/DeMeyer1991: 316) . The reason could be that actors from an uncertainty-tolerant culture are more patient when following an earlier chosen strategy. Together with the social norm of long-term orientation where Japan scores high in the Hofstede framework, beliefs towards uncertainty may strengthen the openness of Japanese senior managers towards change (Geletkanycz 1997) .
Apart from cultural traits, cognitive factors related to "conscious intellectual activities" (Merriam-Webster) could be important as well, since the "value of material objects depends on how they are used" (Companys, Mc Mullen 2006: 306) . They affect the readiness to absorb new information and to mould existing perceptions of the world. In our section on economic factors, we introduced two organizations that supply new data, namely councils and trade associations. The two properties of centrality and credibility are central for inducing an "attentional change" (Picot, Scheuble 1997 , Soble 2008 . Both organizations offer data that are central and credible from the firms' point of view.
• Centrality: Councils publish regularly and with a rich set of data, and the presentation of data is needs-oriented as, e.g., many case studies are included. The quality of information may be explained inter alia by the composition of the councils; we will see in the section on sociopolitical factors that the private sector is itself a member. The comprehensive use of explorative case studies may help firms in understanding the relevance of the information. The same holds true for trade associations: In the case of trade associations, the focus of membership on the three or four digit level of industrial classification eases the handling of highly specified information. The long standing membership in many associations makes it easier for the associations to deliver central information.
• Credibility: The activities of the councils as well as of the trade associations related to the silver market mainly evolved as branches of existing activities and/or organizations, which supports a continuity of networks. The long duration of such networks also facilitates the transfer of sticky knowledge, and the experience in information dissemination should enhance efficiency. Entrepreneurial uncertainty in the silver market is thus significantly reduced, and the expectation formation process considerably influenced.
On the level of instruments to support such cognitive processes, Japanese firms are known for a tradition and emphasis to influence their staff through slogans or keywords that communicate certain messages (Feldmann 2007; Pascha/Haaf 1994) ; such mechanisms of developing and utilizing slogans can also be traced on the wider level of interfirm networks and with respect to the firm-state nexus in specific arenas (Harada/ Pascha 1987 ). An alert cognitive framing allows firms an ex ante common understanding of future innovation paths, which contributes to an easier search process for innovations (Takeuchi and Nonaka eds. 2004) . Examples in the "silver" automobile industry include Toyota's concept of the "Raum" car as a new concept of lifestyle (also able to carry a surfboard or other bulky stuff; Moerke/Kamann 2005), the "Porte" of Toyota's fleet (Macdonald 2006) or, also of Toyota and already in the 1960s, the Welcab (from "welfare" and "cabin"), Honda is engaged in "welfare vehicles", Nissan promotes a "life care vehicle qualified shop system" and Mitsubishi Motors follows a concept named "Hearty Run", to name but a few examples (Moerke 2008) . Further evidence is necessary, but it seems that these phrases encompass more than just "product names", namely new concepts of lifestyle, thus working as an important cognitive framing mechanism within enterprises, between enterprises and in terms of communicating with potential customers.
While this short overview was necessarily superficial in nature and more empirical research is needed to substantiate our considerations, there is a certain plausibility that cultural-cognitive factors positively affected the industry's emergence -less in the frequently and oversimplistic expected way of distinct cultural norms towards ageing, but rather by norms that affect the general attitude towards innovative projects and by an institutional configuration that stimulates learning processes via established supplier of soft information 8 .
The Role of Sociopolitical Factors in Creating Japan´s Silver Market
The sociopolitical school refers to governance mechanisms and the institutional set-up imposed by regulatory entities, which create incentives for firms (and to which much of the literature on "entrepreneurial economy" refers to) and asks how such institutional configurations come into being (Companys and McMullen 2006) . As for governance mechanisms, also Porter et al. (2000) in their seminal analysis on the competitiveness of nations have argued that an early formulation of demanding national quality, safety and other requirements may enhance the sophistication of local demand by pushing companies to develop higher value products. Examples include the setting of standards or the definition of product quality, but also the way how attention is shaped and information distributed. Faced with these institutions, and here the sociopolitical schools goes one step further, entrepreneurs must "mobilize and organize others to exploit these opportunities" (Companys, Mc Mullen 2006 : 306-307, compare for Japan Storz 2007 . Thus, especially the role (and also necessity) of bargaining power in market creation is accentuated (basically Olson and Kähkönen 2000; Hollingsworth 2002), by which economic actors seek to influence markets and governments. New markets should therefore be also understood as "a function of firm policies" (Samuels 2004 ).
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Starting with governance mechanisms, they are "extremely important in the discovery and exploitation of entrepreneurial opportunities" (Companys, Mc Mullen 2006: 306) . Often, this is considered with reference to high-tech industries that potentially pose serious health or environmental hazards (Rao/Singh 2001) . In such fields, the role of the government is almost self-evident in terms of creating -or, indeed, failing to create -important boundary conditions for a new market to emerge. However, even in a field like the silver market, for which the case for strong government intervention may be less clear, this force can be traced. An important field to demonstrate the relevance of this propostion is barrier-free products (which encompasses, as discussed above, a major intersection with silver industry). Long-term government planning and legislation developed after a Year of the Disabled in 1981, the UN launch of the Decade for the Disabled in 1983 and some surprisingly effective lobbying of civil society pressure groups (Heyer 1999) . This resulted, among others measures, in a 1984 revision of the Law for the Welfare of Physically Disabled Persons, a 1994 law for easier access to public buildings and, in 2000, a "Law for Promoting Easily Accessible Public Transportation Infrastructure for the Aged and the Disabled." In a comparative study commissioned by the International Facility Management Association on the perceptions of so-called inclusive design for facility management among manufacturers and retailers around 2003, it was found that government regulation, guidelines and standards are important drivers for Japanese companies, while a notion of a "potential market" seems less important (see table 3 ).
Next, related to the endogenous forces altering and influencing the governance mechanisms, a large amount of literature classifies Japan as a coordinated market economy in which coordinating institutions beyond the market fulfil a critical role (Amable 2003; Crouch 2005; Hall and Soskice 2001; Hollingsworth et al 1994; Soskice 1999) . While this does not necessarily mean that institutional configurations are formulated in a strategic cooperation of the public and the private sector, politico-economic research on Japan has elaborated that the private sector is deeply involved in processes of economic policymaking in co-creating distinct governance mechanisms, especially by councils and trade associations. While there is some discussion on the impact of bureaucrats on policymaking in the councils, a consensus has emerged that there is a political interest in including private sector's knowledge into policymaking (Aldrich, Fiol 1994; Itami 1993; Lehmbruch1995; Schaede 2000; Schwartz 1993 ). As for trade associations, Schaede (2000: 67) also argues that they "face a tradeoff between political influence through large size on the one hand, and effective internal self-regulation through focused membership on the other hand." Some examples indicate that councils and trade associations in the silver market were successful in leveraging ideological frames and in using their political skills for altering governance mechanisms:
• Existing subsections (bukai) of the Industrial Structure Council, one of the most influential councils of METI, have enlarged their competences to the new silver market. As is typical for councils in general, also the members of those sections (bukai) or subsections (iinkai) that directly relate to the silver market are mainly from business, trade associations, universities, and research institutes; members of the respective ministry or agency often participate as a "guest" (kankeisha), although this may belittle their actual role. To give one example, the "Section for New Growth Industries" (Shin Seichô Seisaku Bukai ), a subsection of the "General Section" (Sôgô Bukai ) of the Industrial Structure Council, has 22 members , among them 9 from leading firms (President Publishers, Good Will Group, Recruit, Hitachi, Matsushita, Mitsui, Sony, Mitsubishi, Toyota), 1 from the media (Nihon Keizai Shinbun), 8 from mostly high-ranking universities (Tokyo University, Hitotsubashi University, etc.), 3 from associations (labour union, Japan Energy Assocation, NGO Human Service), and 1 administrative participant (SKS 2000).
• There is evidence that regular publication activities affect industrial policy mak- • Trade associations play an important role in helping entrepreneurs to promote the cognitive legitimacy of an industry. There are two important new foundations of trade associations in the silver market: The Accessible Design Foundation of Japan (Kyôyôhin Foundation) of 1999 and the International Association for Universal Design of 2003. In both cases, the associations stand for the larger firms in the market. These associations represent the market to government agencies, they issue trade journals and newsletter (IAUD 2010; KSK 2010) , organize workshops and exhibitions, and help formulate product and process standards. They also dispatchd representatives to the councils. For the preparation of their reports, they also install working councils. The working council of the Kyoyôhin Foundation for instance, which was in charge ofpreparing the "Final Report on Needs of Elder and Disabled People", counted 19 members, 12 from associations (4 of them from the Kyoyohin Foundation), 2 from firms and 3 from universities (2 else; Kyôyôhin 2007 c: 6).
• The Accessible Design Foundation of Japan continues the activities of the E&C Project of 1991, which has focused on surveys and standardization, and was founded in 1999. Its focus is on universal design. The foundation aims at diffusing universal design products and services, and to develop specific quality requirements. Their White Book contains definitions, reports on market growth and markets forecasts. Definitions of the market seem to be somewhat sophisticated, but they play a central role in the perception of opportunities since they make a diffuse idea -silver market, universal design -clearer and help firms to identify where new opportunities may emerge. The results of market forecasts are diffused to the members. Moreover, seminars on the silver market are offered. Data are collected from 1995 onwards. In a forecast of 2005, e.g., arguments for the necessity of developing universal design products for selected subsectors are listed, such as elevators, vending machines, busses or cameras (KSK 2007) . With the legal form of an incorporated foundation (zaidan hôjin), the association belongs to the group of "approved associations" which ministries (in this case the METI) have periodically to approve in order to obtain subsidies and tax allowances.
• The Accessible Design Foundation of Japan had the chairmanship for the above mentioned standard 71, the "Guidelines for standard developers to address the needs of older persons and persons with disabilities", which was published in 2001 (ISO/IEC Guideline 71). Here, the close networking of (private) trade associations and ministries becomes most visible: The guidelines have been developed by the METI, prepared by the councils, and the implementation into a standard is carried out by the Japan Kyôyôhin Foundation. The standard aims at informing and raising awareness "about how human abilities impact on the usability of products, services and environments" (ISO 2001) by assuring "accessibility" or, less technically, the "universal design" of products and services. The ergonomic content is new since most technical norms have focused on metrological measurement and other usage properties. Concrete applications are e.g. white goods (household appliances), machines (vending machines, ATM), printer, fax machines and ICT technologies in general; thus, they represent sectors and technologies in which Japan possesses comparative advantages. Related to accessibility, Japan holds leading positions in sub-committees of ISO (JISC 2003 Private business activities thus helped in creating a common vocabulary and outlook, among the industry sector and beyond, and worked as vehicles for collective action. Further, they contributed to a creation of cognitive legitimacy by initiating the formulation of government guidelines and standards. Seen in perspective, the development of the silver market in Japan is progressing in a peculiar co-evolution of private business and state activities.
Conclusion and Implications
In this paper, we have looked into the creation of new markets and taken Japan's silver market as a case of market creation under considerable uncertainty. What have we learned about this new market, in which Japan seems to be on track to expand its lead position? Simply referring to the promise of the eventual size of the silver market was clearly found insufficient as an explanation for market creation because of the uncertainties that could hinder a given company to reap eventual benefits. Based on a paper of Companys and McMullen (2006) , we conceive further economic as well as culturalcognitive and sociopolitical elements as key factors that affect the emergence of the new market.
Even if we have to be cautious to draw final conclusions, the availability of new data seemed to be an important source (and "economic factor") for discovering entrepreneurial opportunities in the Japanese silver market. Even if a more thorough analysis is needed, the established path of economic policy making -the inclusion of councils and trade associations -seems to be a further critical key factor for the emergence of the industry. Also cultural-cognitive factors affected the market. Even if a cultural determinism could be discarded, as cultural traditions are much more varied in Japan than stereotypes of Confucian-style respect for age or filial piety may suggest, uncertainty avoidance of Japanese managers seems not to have played a negative role, due to its embeddedness in social norms of long-term cooperation that helped to develop a positive attitude towards change. Apart, the centrality and credibility of the information supplied by councils and trade associations seems to have triggered an attentional change in that information was transferred into subjective knowledge. Finally, we looked at the effects of sociopolitical factors, in particular the governance mechanisms and conditions of their emergence. "Hard" regulation is less important for silver industry than for many other innovative industries like biotechnology with their potential hazards. Still, where regulation does play a role, like during the introduction of barrierfree technology around 1990, it did give Japanese silver products in this field a crucial push. Our illustrations indicate further that private business activities helped in creating a common vocabulary and outlook, and as vehicles for collective action, they contributed to creating cognitive legitimacy by initiating the formulation of guidelines and standards. That is why we think that markets do not only emerge, but that it is appropriate to conceive them as being created.
What can we learn beyond the case of Japan's silver industry itself? We have seen that Japanese firms do not have an inbuilt inability to create novelty as is sometimes suggested (Anchordoguy 2000; Aoki 2000; Collinson and Wilson 2006; Goto 2000; Nezu 2004) . At least in cases where established enterprises can utilise their peculiar resource endowment and where one does not need to rely on Japan's (weak) venture sector, its firms can be very successful. The plasticity of available institutions on the one hand, and the ability of strategic selection of appropriate subsectors on the other hand should not be underestimated. Especially, it is noteworthy that Japanese business brings to bear a number of valuable resources to develop new markets, including informal and formal institutions. In this paper we focussed on the formal institutions of councils and trade associations. It became clear that one valuable resource Japanese firms could draw upon to overcome cognitive path dependencies is soft regulation in the sense of transforming established expectation models by information-oriented, credible policies, both involving the state and business. While it has sometimes been argued that Japanese information networks serve to exclude outsiders and foreigners, we notice a different function here: to influence the cognitive realization, thus over-come myopia and create positive externalities for all actors involved. Institutional constraints, as recently stressed in the innovation literature (compare for a short over-view Storz, Schäfer 2010) may thus, in a pointed way, be interpreted as turning into comparative advantages. Path activation, i. e. the use and reinforcement of established features of state-firm relations, inter-firm relations and firms, can thus be an important asset for overcoming information-related uncertainties and for moving into new industries with their considerable ambiguities. Instead of change-impeding lock-ins that are usually associated with path dependence, we found that such continuities can help to substantially reduce information uncertainties and thus support investment and eventually industry growth.
We call this beneficial use of continuities path activation in order to distinguish it from the somewhat problematic connotations of path dependence.
Finally, our paper has several limitations: The most important one is that we chose a broad approach, necessarily neglected the detailed processes which led to new expectation models towards the silver market. We also did not investigate why associations or councils were more open towards information on ageing and how they were able to link this with market opportunities. More research is necessary -and promising -to study under what conditions the plasticity of engrained institutional patterns can bear the fruits of successful path activation. 
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